Measures used in Gaski and Etzel's (1986) 
these developing countries, because the lower incomes, lack of consumer information, and poorly developed marketing infrastructure suggest that relevant issues may be strikingly different. In sum, those interested in how successful QOLmarketing might be accomplished in developing countries must gain better understanding of consumer views of the marketing system in which these consumers currently participate.
The purpose of this research is to better understand Consumer Attitude toward Marketing (CATM) and how it relates to subjective quality of life (QOL) in a developing country. Currently, researchers interested in consumer wellbeing (CWB) have few empirical studies to suggest how aspects of CWB, such as evaluations of marketing practices in a society, might be (1) distinct from QOL, and (2) related to QOL. Such sentiments toward marketing practice are core indicators of the marketing system's performance in delivering well-being to consumers during the first stage of the consumption process-acquisition. In this stage, the activities of businesses are set in high relief for consumers. The study presented in this article focuses on consumer perceptions of important activities of businesses, such as (1) provision of goods and services, (2) advertising, (3) pricing, and (4) retailing environments. Measures used in Gaski and Etzel's (1986) Index of Consumer Sentiments toward Marketing (ICSM) offer researchers a widely accepted and readily understood approach to gauge citizen experiences as consumers in a society. For this reason, the ICSM measures are employed in this study and serve as the foundation for identifying measures that would best capture the experience of being a consumer in a developing country.
GASKI AND ETZEL'S ICSM
Gaski and Etzel's ICSM measures are taken from the vantage point of those experiencing consumption in the Douglas and Craig (2006) 
have noted how marketing is sadly neglected in developing countries, the Consumer Attitude toward Marketing (CATM) measures suggest how QOL-marketing might correlate with QOL in developing countries.
markets of a country and represent the society's consumer experience with the major efforts of marketing practice (Gaski and Etzel 2005; Gaski and Etzel 1986) . The ICSM is a composite of four multi-item Likert-type scales each corresponding to one of the four elements of marketing practice anchoring the acquisition stage of consumption-product, price, promotion (especially advertising), and distribution (manifested by retail service). The original theoretical rationale for using these dimensions was simply to understand how consumers in a society evaluated marketing practice in the four fundamental dimensions of marketing management (product, price, promotion, and place-the "4-P's") postulated by McCarthy (1960) .
Using large-scale sampling with an annual sample of 2000 and response rates of at least 53.8 per cent, marketing research professionals have collected ICSM data each year since 1984. In this way, researchers have sought understanding for the effectiveness of businesses in a society's Aggregate Marketing System (AGMS) (Wilkie 2006) . While government and nonprofits also are conceptualized as participating in the AGMS, in most all societies today, the major portion of activity in the AGMS is represented by businesses serving consumers.
Importantly, the Gaski and Etzel scales have shown high reliability and generalizability in studies both in the United States and abroad (Varadarajan and Thirunarayana 1990) . Researchers have employed the ICSM outside the United States in locales such as Hong Kong, Australia, and China (Wee and Chan 1989; Chan, Yau, and Chan 1990; Chan and Cui 2004) . In general, the Chinese reported slightly more favorable attitudes toward marketing practice than consumers in the United States, while the Australians reported slightly less favorable attitudes than consumers in the United States.
Over the past two decades, the series of annual measurements reported by Gaski and Etzel (2005) suggest a slight upward trend in U.S. consumers' sentiment toward marketing practice. The most favorably rated practice of marketing is distribution/retailing, then product, advertising, and finally price. Research shows that changes in the national economic environment (as measured by inflation and savings rate) are negatively related to changes in the ICSM.
Business Provision
A country characterized as high on consumer well-being is one in which most of its people's basic needs are met and have access to goods and services to meet their non-basic needs.
- Sirgy et al. 2004, 269 Fisk (1981) has described the marketing system as a "life support provisioning technology" for society. Slater et al. (1969) had adopted this view and further reinforced a conceptualization of marketing to be broader than just the narrow activities one firm might have to identify customer needs and to meet these needs better than competitors (Nason and White 1981) . Dixon (1984) later used this idea in his systems approach to macromarketing. To Fisk, Slater, and Dixon, marketing should be considered as a societal activity wherein the aggregation of all firms' marketing activities could be understood as a provisioning system for society.
Recently, a similar view to those of Fisk and Slater has been heard from within the ranks of enlightened business practitioners. From his vantage point as Worldwide Director of McKinsey & Company, Ian Davis (2005, 75) asserts that CEOs would do well to articulate a purpose for business in less dry terms than "shareholder value." According to Davis, business' ultimate purpose is "the efficient provision of goods and services that society wants." As a result of this conceptual convergence between seminal macromarketing scholars and thought leaders in business today, there is a greater appreciation for the role of businesses in delivering consumer well-being. Accordingly, a construct for measuring what businesses provide to meet consumers' wants has been conceptualized as "business provision."
At the societal level, Business Provision consists of the core products or services delivered to customers by businesses. These private goods are distinct from the public goods and services provided by other sectors, such as non-governmental organizations (unions, consumer rights groups, environmental advocacy groups), and governments (of municipalities, of states, of nations, and transnational organizations) (Klein and Nason 2000) . Additionally, the context for shopping is included in this conceptualization because this is a demonstrated want of consumers, as well. Consumers not involved in self-production depend on businesses to provide the private goods they want. Such consumers desire shopping or search experiences that are pleasing. Such experiences are inextricably linked to the products sought by consumers. In a competitive market it is hard to imagine that consumers would seek quality goods and would insist on an accompanying shopping experience that was displeasing.
Whereas, the product dimension of the ICSM represents defects or quality of products, business provision is broader in scope. Business provision represents not only the utility of a firm's core offerings, but the value of the added features and enhancements, as well as consumer choice in these offerings. In this way, the construct of Business Provision is a centerpiece of the acquisition dimension of consumption.
In their empirical research of Chinese consumers, Chan and Cui (2004) derived a second-order factor based on the ICSM items. This second-order factor was proposed to represent "Consumer Attitude toward Marketing." However, the low fit of the confirmatory factor analysis model (CFI = .821) and the relatively low factor loadings of the items on the firstorder factors (ranging from .28 to .68) suggests that the model needed further refinement. The authors of this article propose that more rigorous scale development including item pruning, as well as the inclusion of items representing Business Provision would provide a better model of CATM in the developing country context than what Chan and Cui were able to measure using the ICSM items alone. Accordingly, the first research question posits the possibility of improved measurement of Consumer Attitude toward Marketing in the developing country context:
Research Question 1: What will be the underlying structure of CATM in the context of a developing country?
Consumer Well-Being Lee et al. (2002) developed a subjective measure of consumer well-being by reviewing proposed domains for consumer life and then rendering a consumption process model that included five dimensions covering the cycle of consumptions activities. These dimensions were (1) acquisition, (2) consumption, (3) possession, (4) maintenance, and (5) disposition. (Recently, a sixth dimension has been added-preparation ). Based on the bottom-up spillover theory and empirical evidence, Lee et al. (2002) hypothesized that CWB would predict life satisfaction (QOL). Composite indexes consisting of multiple items for each of the five domains were used. Using a convenience sample of university undergraduate students, a single-item measure of life satisfaction was employed (Lee et al. 2002) . Results of regression analysis suggested that the acquisition, possession, and consumption dimensions were positively related to the dependent variable of life satisfaction. This was a promising empirical finding which linked some of the CWB dimensions with QOL. On close scrutiny of the ICSM items, it can be seen that most all of the ICSM items and the Business Provision items focus on the acquisition dimension in the cycle of consumption. Importantly, this dimension was one of the CWB dimensions found to be related to QOL in Lee et al.'s 2002 study.
QOL
The work of Lee et al. (2002) showed empirical support for life satisfaction being an important consequence of consumer well-being. Here, life satisfaction was represented by a single-item measure. Multi-item measures of subjective quality of life have been used with success in international research. For example, Diener et al.'s (1985) Satisfaction with Life Scale (SWLS) has been widely employed in psychological research and has consistently displayed good reliability and validity (Burroughs and Rindfleisch 2002) . The SWLS has been employed in dozens of countries (Diener and Suh 1999) . Norms for a seven-point SWLS have ranged from 4.0 in China to 6.23 in Australia. Turkey and the United States place in the middle of countries with 5.29 and 5.77, respectively. The SWLS is a five-item measure that is intended to assess cognitive aspects of well-being and includes such items as "The conditions of my life are excellent" and "I am satisfied with my life." Malhotra (2006) has called researchers to better understand the nature of the QOL construct. Accordingly, the second and third research questions of the current study address the convergent and discriminant validity of CATM and QOL, as well as the relationship between CATM and QOL:
Research Question 2: Can CATM and QOL be considered to be distinct constructs?
Research Question 3: Can it be shown that CATM and QOL are related?
DEVELOPING COUNTRY CONTEXT OF THE STUDY
Turkey offers a valuable vantage point for researchers considering macromarketing issues related to developing countries. Turkey is classified as a Middle Income Country (such countries have a 2001 Gross National Income [GNI] per capita between $746 and $2,975). Turkey's GNI per capita was $2,530 in 2003, ranking it ninety-third among the world's countries on this measure of output (World Bank 2003) . Table  1 presents a comparison of Turkey and the United States on macro-economic indicators. As can be seen in this crosssectional view, Turkey's economic profile shows higher growth and higher inflation, but less income per capita. The following historical notes provide a context for better understanding current conditions of consumer well-being in Turkey.
Capitalism, industrialization, modern marketing, and consumer culture have emerged in Turkey especially with the adaptation of the liberal policies just before the collapse of the Ottoman Empire (1903 Empire ( to 1923 and during the early years of post-Ataturk era (1940 to 1950) with high state ownership and control of production and distribution of goods and services (Karababa 2006) . During the contemporary era (the second part of the twentieth century), marketing and consumption activities have been shaped by economic, cultural, social, and political forces. Turkey has seen her most neoliberal economic policies right after the 1980 military coup.
Since 1980, the Turkish economy has experienced a substantial increase in the production of consumer goods, particularly durables such as refrigerators, washing machines, electronics such as TVs and stereos, and motor vehicles. The increased interest by the global companies had its impacts on both export and import operations, and on the adaptation of the modern marketing practices. Turkey's entrance into the European Customs Union in 1996 created an immediate demand for newly available consumer goods. As a result, the domestic consumer goods sector grew 20 percent between 1996 and 1999 (Karababa 2005) .
Importantly, Turkey has reigned in double-digit inflation in recent years. However, its standard of living represents that of a developing country experiencing industrialization. Its 2004 Human Development Index ranking was ninetysecond, which places it in the category of Medium Human Development (UNDP 2006).
METHOD Scale Development Overview
Following the work of Malhotra (1981) , scale development was pursued in a sequential fashion. The six steps of this protocol are presented in figure 1. While step 1 was discussed in the previous section, steps 2 through 6 are presented in the following paragraphs. In step 2, Gaski and Etzel's (1986) ICSM served as the source of items addressing macro-level assessments of marketing practice covering product, price, promotion, and distribution. Additionally, three items addressing the shopping experiences, products, and services that consumers want and that businesses provide were included. Finally, the five-item Satisfaction with Life Scale was included to assess the distinctiveness of the CATM and QOL constructs. In total, twenty-eight items were identified to measure CATM and QOL. All items in the study were measured using five-point Likert-type scales.
In step 3, Turkey was selected as the study domain for developing countries. In step 4, a survey was conducted with a broad cross-section of Turkish consumers twenty-one years of age and older. In step 5, data analysis was performed, which resulted in a final list of seventeen items identifying five constructs. In step 6, confirmatory factor analysis using structural equation modeling derived a second-order factor representing CATM. This second-order factor was then allowed to be correlated with QOL. In total, the model included six constructs.
Selection of Setting
The study presented in this article focused on measuring CATM and QOL in the context of a developing country. Toward this end, Turkey was chosen as a setting of the study 
Survey Procedures
Prior to survey administration, the survey instrument was pretested with ten undergraduate students at a Turkish university. Adjustments were made to improve clarity of the wording for some questions. Then, parallel translation into Turkish was made by a professional translation company in Turkey using both native English and native Turkish speakers (Malhotra, Agarwal, and Peterson 1996) .
The survey was administered at several locations in the two cities. Quota sampling based on age was used. A judgmental sampling procedure was used by field workers to fill the quotas that would ensure a broad cross-section of Turkish consumers. A small cash incentive was given to those who completed the survey. For some consumers contacted at their place of work, field workers had to return the next day to pick up surveys that had been dropped off the previous day. To ensure quality of data collection, marketing research industry standards were employed. In addition to meeting standards for training interviewers and monitoring the data collection effort, 20 percent of the respondents were phoned during the week after completing the survey and asked about their experience. In general, respondents reported a favorable experience.
RESULTS
The survey procedures resulted in 222 usable surveys. Males composed more than 62 percent of respondents. About one-half of the respondents were married. About one-half of the respondents were in the twenty-one to thirty age group. The modal value for education level was "high school graduate." Seventy-one percent of respondents reported working outside the home on a regular basis. The modal value for monthly household income was 501 to 1,500 New Turkish Lira (approximately $300 to $1,000). Importantly, this matches the average household income across Turkey. Table 2 presents details on the demographic characteristics of the sample group. Table 3 presents a comparison between the Turkish respondents in this study and the most recent norms for the United States on the ICSM. The norms for each dimension are computed by converting scales (to a format of −2 to +2), and then summing the responses for the five questions comprising each dimension. This resulting score is multiplied by the importance rating given by each respondent to the corresponding dimension. As can be seen, the pattern of the average importance ratings across the United States and Turkey are very similar. However, Turkish consumers report an overall lower level on the ICSM dimensions (−20.81 for Turkey vs. −4.51 for the United States).
This difference can be attributed, at least in part, to the developing country conditions for consumers in Turkey wherein marketing receives less emphasis (Douglas and Craig 2006) . In such developing country contexts, (1) retailing environments tend to be more austere, (2) prices are higher because of distribution inefficiencies and inflation, (3) product quality tends to be less consistent, and (4) advertising tends to be executed with more of a selling orientation and less of a marketing orientation. Prahalad (2005, 79) notes that developing countries often have dual economies that include both a formal sector (where business is conducted in ways similar to the developed world) and an informal sector (where businesses, consumers, and government officials not linked by family or clan relationships frequently seek to take advantage of each other). In the absence of enforceable contract law in the informal sector of developing countries, vibrant extralegal or black markets emerge to conduct local commerce. 
Data Analysis
Common factor analysis was conducted with a pooled set of twenty-eight items, which included all the items measuring competencies and performance (Gerbing and Anderson, 1988) . Maximum likelihood extraction with oblique rotation initially identified six factors. Steenkamp's (2004) Survey Research/Theory Testing Paradigm was employed. In this paradigm, four criteria for satisfactory results in construct identification and theory testing were employed as follows: (1) reliability (Cronbach's α > .7), (2) validity (factor loadings > .4, with a simple structure amongst the factors), (3) overall model fit (CFI, TLI, GFI > .9; RMSEA, SRMR < .08), and (4) support for hypotheses (p < .05).
During preliminary analysis to evaluate construct reliability, the ICSM dimensions needed item purification to attain satisfactory levels. Three of the ICSM dimensions met Steenkamp's criteria for reliability with three items each. However, the product dimension (assessing product quality) never attained this standard. In short, the respondents in the sample did not share sufficient agreement about product quality. For this reason, the items for the ICSM product dimension could not be retained in the analysis. However, the Business Provision construct was retained. In this way, an aspect of the product/service dimension of what businesses offer consumers in a commercial exchange was retained.
In the end, the remaining items from the ICSM items related to "fair pricing," "positive advertising," and "retail service." Those items that were eliminated from the analysis addressed aspects of the price, advertising and retailing dimensions that required inference (for example, "competition keeps prices reasonable"), speculation (for example, "consumers would be better off without advertising"), or strong judgments to be made (for example, "most middlemen make excessive profits"). In the end, four three-item constructs were found to have adequate reliability for inclusion in a multiple-indicator measurement model to assess the internal and external consistency of the four scales for these constructs (Gerbing and Anderson 1988) .
In general, the remaining items in this analysis now focused on the front-end of the consumption process-the acquisition stage. These four constructs would then be used to derive a second-order factor to represent CATM. The final model would include the subjective QOL construct to allow assessment of convergent, discriminant, and nomological validity of the study's constructs (Hair, Anderson, and Tatham 1991) . The seventeen items identifying these constructs are listed in table 4. A table of correlations among these items is included in table 5.
Final Modeling
Covariance analysis using AMOS 5 was then used to evaluate the factor structure of the twelve CATM items (Bollen 1989) , and to estimate the four CATM factors and the QOL construct in a confirmatory factor analysis model. AMOS 5 minimizes a fit function between the actual covariance matrix and a covariance matrix implied by the estimated parameters from a series of structural equations for the confirmatory factor analysis model. These incremental fit indices compare the proposed model to a baseline or null model. The Comparative Fit Index (CFI) (Bentler 1990 ) and the Tucker-Lewis Index (Hair, Anderson, and Tatham 1991) suggested that the comparative model fit is excellent with a CFI of .96, and a Tucker-Lewis Index of .95. Following Steenkamp's protocol, the GFI statistic (.92) and the RMSEA (.045) and the SRMR (.078) were evaluated. Each of these indicators suggested a good model had been identified. The loadings of manifest indicators on their respective latent constructs are depicted in figure 2 , and all exceed Steenkamp's criteria of .4 for factor loadings. All coefficients in the confirmatory factor analysis model were statistically significant at p = .05.
CATM was derived by using a second-order factor analysis approach. Here, the three unidimensional ICSM factors along with the factor representing Business Provision served as the elements identifying CATM. Figure 2 depicts the results of this modeling along with the correlation of CATM with subjective QOL (β = .47). All depicted path coefficients are statistically significant at p = .05. The first research question of this study focused on what would be the underlying structure of CATM. This can be answered be reviewing figure 2. As can be seen, CATM receives important contributions from each of the four CATM dimensions with strongest standardized path coefficients for Retail Service (β = .77) and Fair Pricing (β = .64). Business Provision (β = .44) and Positive Advertising (β = .37) also made moderate contributions to the derivation of CATM. In this way, the first research question is answered.
Of note, the factor loadings of the items on the four firstorder factors were much higher than those found in the Chan and Cui study (2004) (loadings ranging from .63 to .89, instead of .28 to .68). Additionally, the fit of the model was much improved over the Chan and Cui study (a CFI of .96 compared to a CFI of .82).
In sum, the seventeen items allowed for an excellent simultaneous measurement of constructs representing consumers' attitude toward performance of the marketing system q1  q2  q3  q4  q5  q6  q7  q8  q9  q10  q11  q12  q13  q14  q15 in a developing country. As can be seen in figure 2, there is a simple structure among the items with each construct measured by its own set of three unique items. This simple structure gives evidence for both convergent validity and discriminant validity, as the proposed items for each construct load on the respective constructs and do not load on the other constructs (Bagozzi, Yi, and Phillips 1991) . The confirmatory factor analysis model suggests convergent validity of the items included in the model because the items of the same constructs share a relatively high degree of the variance of their respective underlying constructs, as indicated by the factor loadings being statistically significant at p = .05. The internal consistency of each construct is also evidenced by the face validity or conceptual relatedness of the items. For example, the fair pricing construct is comprised of items related to fair pricing. Together, these results suggest compelling evidence for the underlying structure of CATM in the context of a developing country found in this study.
TABLE 5 CORRELATIONS OF ITEMS FOR CONSUMER ATTITUDE TOWARD MARKETING AND QUALITY OF LIFE
The second research question of this study focused on whether CATM and QOL were distinct constructs. Discriminant validity for the constructs in the final model is suggested by the items for each construct having factor loadings which are not statistically significant at p = .05, with conceptually similar, but distinct constructs (Bagozzi, Yi, and Phillips 1991) . In other words, the items representing one construct do not also represent another construct to a high degree. Therefore, RQ2 is answered in the affirmative, as the second-order factor CATM and the QOL construct manifest the same discriminant validity for each other as they do for Retail Service, Fair Pricing, Business Provision, and Positive Advertising.
The third research question of the study focused on how CATM and QOL might be related. Nomological validity for the CATM construct is evidenced by the moderate-sized correlation of the second-order factor for CATM with QOL (r = .47). This suggests that as CATM improves one unit, then QOL would likely improve .47 of a unit. Likewise, as CATM declines one unit, then QOL would likely decline .47 of a unit. In sum, CATM and QOL have a healthy and positive relationship. This is a major contribution of this research study.
DISCUSSION
In their assessment of challenges for marketing scholars, Day and Montgomery (1999) named the first challenge as providing meaningful measures, inferences and calibration. Recently, Venkatesh and Peňaloza (2006) have called for researchers to take a larger focus in their work by researching "markets" instead of what might be relevant only to firms, such as consumers of individual product categories or customers of firms. This study has taken such a recommended focus. Specifically, this study has looked at consumers' views of marketing practice in the Aggregate Marketing System and has further developed meaningful measures of CATM by identifying a second-order factor structure for this construct. By using a rigorous approach for survey research and theory testing, researchers now have a set of measures that can be used in a variety of other settings. In developing countries, researchers can use these measures with confidence because these measures were operationalized and evaluated in the context of a developing country.
For researchers of marketing in developing countries, this study not only provides valuable insight into how consumers in a developing country regard marketing practices offered in their Aggregate Marketing System, but also valuable insight into the relationship of CATM with QOL. A simultaneous multi-item measurement of both constructs was accomplished using a rigorous confirmatory factor analysis approach. The theoretical implications of this study should guide QOL researchers in integrating CATM into future theories of QOL-marketing-especially those intended for broad application that would include developing countries. Given the accelerated move of developing countries into global markets in what Friedman (2006) terms a "flattening" of the world, the results of this study are particularly germane to future endeavors of marketers and researchers.
More steps of theory building and testing in the realm of QOL and its elements still remain. Looking to the future, the strong results for the model in figure 2 offer promise for this model to serve as a foundational piece in future theory development efforts for CATM and QOL marketing. For example, while this study focused on CATM, adding items to measure the other stages of consumption could be done to broaden understanding of CWB. For example, in such an effort including items for the disposal dimension of consumption and the same confirmatory factor analysis approach of this study, the factor structure for the CATM dimensions would not change. In this way, the confirmatory factor analysis approach would allow other dimensions to be included in an additive fashion without disturbing the underlying factor structure of the CATM construct and the four dimensions that contribute to it.
This nomological network for the constructs of this study can be better understood within the context of the full structural equation model where certain constructs are posited to be causally antecedent to other dependent constructs (Malhotra 2004) . Substantive issues, such as whether CATM is a causal determinant of QOL could then be examined. Insights from this study bring researchers to the threshold of this important research.
Limitations
The current study is cross-sectional and was conducted in a single developing country, using self-reported, subjective measures of CATM and QOL. Although the generalizability of findings of single-country studies has some limits, a highly desirable feature of such studies is that they provide a much greater degree of control over market and environmental peculiarities. Additional empirical research is needed to determine if the scales developed in this study are generalizable to other country contexts.
Conclusion
This study was able to use a second-order factor approach in defining CATM. Because of this success, the study's researchers were able to assess the discriminant and convergent validity for an important construct related to consumer experience and CWB in a developing country. In the future, researchers can use the measures this study's researchers have developed and the methods they have employed to progressively build substantive understanding about CATM and QOL-marketing.
